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A consumer is very often offered chances to enter a
sweepstakes program whether he or she is buying a bottle of
shampoo, purchasing a shirt, applying for a credit card or
subscribing to a magazine. Department stores, supermarkets,
credit cards, publishers and individual products are all
conducting sweepstakes programs in various forms with different
prizes.
What are the objectives of running these sweepstakes? Are
they effective? How do consumers perceive and react to
sweepstakes? These are some of the questions this research
tries to answer. It is hoped that the findings of the study will
enable sweepstakes organisers to understand more about the
thinking and purchasing behavior of consumers towards various
types of sweepstakes promotions and thus help them organise more
effective sweepstakes.
The results of the study indicate that there are about 80%'
respondents who have had the experience of entering sweepstakes.
Most of them adopt the attitude of since the chance is offered
to me free, there is no harm entering. So far as the procedure for
entering is simple and convenient, most consumers will continue
to take part. It is believed it will help generate traffic and
create better buying atmosphere particularly during festive
3
seasons like Christmas and the Chinese New Year. The Grand Prize
is the most attractive element of sweepstakes.
Given that there is not much price and product difference,
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When a consumer buys a bottle of shampoo, he is' given a
scratch-off card which might enable him to win a video cassette
recorder. When he purchases something at Park'n shop, he is given
coupons to enter a million-dollar lucky draw. When he buys at
Diamaru Department Store, again he is given lucky draw coupons
which entitles him to have a chance to win a motor car.
Department stores, supermarkets, credit cards companies,
Reader's Digest... an endless list of sweepstakes/iucky draw
organisers. Sweepstakes/lucky draws are there in the market
affecting the daily purchasing behavior of nearly all consumers in
Hong Kong. According to the TV and Entertainment Licensing
Authority,.there•were 409 trade promotion competition licence
1
applications in 1987 up to mid November
Definition
What is a sweepstakes Sweepstakes is a form of promotional,
inducement or consumer incentive which can trigger consumer
actions by offering extra substantial benefits. The idea behind
2
it is a chance to win'.
I
Telephone Interview with Tang,-Hee Wah. TV and Entertainment
Licnesing Authority. Hong Kong. December 7, 1987.
2
Beam, Eugene R. ans Shaffer, H. Jay. Triggers to Customer
Action- Some Elements in A Theory of Promotional Inducement.
Massachusetts: Marketing Science Institute, 1981.
2It offers prizes and most of the time requires the participant to
.put his or her name and identification number on to some coupons.
Winners are then drawn from the entries to the sweepstakes. In
some sweepstakes, usually called instant-win, winners are drawn
and prizes are presented on the spot.
In Hong Kong, sweepstakes is licenced under trade promotion
competition if conducted for the purpose of promoting trade or
business or the sale of any product. The requirement to purchase
rests entirely upon the hosting organisation. Conditions for
granting such licence only stipulate that no prize offered shall
be a money prize and no fee shall be charged for entering the
1
competition. Most sweepstakes organisers in Hong Kong require
some form of purchase of the product to qualify for entering the
sweepstakes. This is in line with one of the objectives of
sweepstakes promotion which is to encourage consumers to purchase
the promoted products.
This research is confined to the Hong Kong market only.
Care should be taken when applying the findings to other places.
In Hong Kong, Lucky Draw is a more popular name used in the
same context as a sweepstakes.
Marketing Functions of Sweepstakes
Incentives are used in marketing to offer rewards to.
consumers or salesman as inducement to motivate an individual to
action. Incentives play an important role in sales promotion
especially when product differentials are at their. minimum and
Interview with Tang, Hee Wah. TV ana rntertalnmenz LiceuS-uur'
e„rhnriry.Hong Kong. Interview, December 7, 1987.
3
manufacturing and other capacities are relatively even.
Incentives thus become the only way to gain a competitive edge.
Consumer incentives are aimed to motivate the customers of
products and services. There are basically four types of consumer
incentives: (i) Premiums (ii) Discount (iii) Redemption coupon
and (iv) Sweepstakes or Contest.
Not all trades or business can offer their incentives in the
form of direct discounts or savings to the consumers, less
expensive and simple consumer incentives like sweepstakes become
a more affordable alternative. This also explains the gain in
popularity of this technique in recent years.
There are a number of marketing functions of sweepstakes:-
(1) provides a reason to put up display materials of a certain
product or at least gives the product a more prominent position
at the outlets
(2) stimulates traffic to the outlets
--(3) helps promote brand name or company name awareness
(4) helps intensify distribution or open up new territory
(5) adds excitement to a lagging product
(6) dramatises advertisement and promotions
(7) attention getter
(8) stimulates company sales force
(9) stimulates dealers to greater sales effort
(10) encourages product purchase.
Purpose and Scope of Study
Though sweepstakes is such a popular promotion technique in
Hong Kong, little has been done on. research of the subject. The
4
purpose of this study is to find out how consumers perceive
sweepstakes in respect to their purchasing behavior. It is hoped
that the findings of the study will be able to help sweepstakes
organisers understand more about the thinking and reaction of
consumers to various types and structures of sweepstakes. After
reading this paper, one should know most of the basics about
organising effective sweepstakes. As this is not a quantitative
survey, no exact preference readings or statistical data will be
given. But the reader should be able to get a feel of the
following:
(1) The respondents' experience and attitude toward lucky
draws
(2) Motivations to enter lucky draws and whether customers are
influenced to buy because of the lucky draws
(3) Credibility of lucky draw
(4) Value and structure of prizes
(5) Preferred prizes
(6) Preferred type of lucky draw
(7) Timing and seasonal consideration
(8) Lucky draw versus other consumer incentives
(9) Legal knowledge for organising a lucky draw




Information collected from the interviews witn zne iucny
draw organisers is very useful in helping us to analyse the
5
data collected directly trom the consume. These interviews
were conducted with some sweepstakes organisers representing
retail sales (Wing On Department Store Limited) and direct
marketing fields (BBRD CHAN Direct Limited).
The TV and Entertainment Licensing Authority is responsible
for the licensing and control of lucky draw in Hong Kong. Every
organiser must get their sweepstakes approved by the authority
before they become legal. A telephone interview was done with an
official of the authority. Relevant application forms were
obtained and included in the Appendix 4 of this research paper.
However, as the title of this research is CONSUMER
PERCEPTION AND BEHAVIOR WITH RESPECT TO SWEEPSTAKES/LUCKY DRAW IN
HONG KONG, the most important subject of date collection are of
course the consumers themselves. The method of data collection
used was group interview.
Why Group Interview?
It is because group interview is fast and inexpensive
compared to most other ways of learning about attitudes and
behavior. Another advantage of group interview is that it is a
superb mechanism for generating hypothesis when little is known
about the subject."Group interviews are highly productive idea
1
breeders. Group interview respondents stimulate one another.
One respondent's remarks may lead another to pursue a line of
thinking he would not have followed in an individual interview.
A bold respondent can encourage a less outgoing one to voice
1 Ferber, Robert. Handbook of Marketing Kesearcn.
New York: McGraw-Hill Book Company, 1974.
6
feelings and opinions that he never would have revealed naa
some one else not had the courage to express them first. Finally,
a typical group interview report like this is crammed with real
people and real experience. There are direct quotations in which
believable people give their views at length and in their own
words.
Sampling and Design
The ideal group size is 6-8 as very small groups lose the
mutual stimulation among respondents and large groups are
difficult to manage. For marketing research, homogeneity of
respondents is desirable with respect to social class and stage in
the family life cycle. Especially in conversations about
shopping, younger, less experienced women are apt to defer to the
veterans. Consumers at different stages of life cycle have
different needs, problems, resources, experience and perceptions
of reality that they have difficulty communicating with one
1
another.
Thus five groups of the following classification were constructed:
(i) professional and executives aged around 30 (Abbreviation: PF)
(ii) office workers aged around 30•(Abbreviation: WC)
(iii) blue collar workers aged around 30 (Abbreviation BC)
(iv) middle to upper middle class housewives aged around 35
(Abbreviaiton: HW)
(v) students aged around 20 (Abbreviation: ST).
Ferber, Robert. Handbook of Marketing Research.
New York: McGraw-Hill Book Company, 1974.
7As the total sample size was 34 only, the results presented
in the later part of this paper is not meant to be representative
of the population in anyway and that the main purpose of the study
is to explore ideas rather than to provide statistical data.
The respondents were recruited through friends for
convenience reasons.
Where, When and How the Interviews were Conducted
The interviews were conducted at the MBA Town Centre office
1
which could be considered as a neutral setting.
All the groups except the housewives were interviewed in the
evening between 6:45- 9:30 pm on December 16, 1987 (Wednesday)
and January 6, 1988 (Wednesday)..To make it more convenient to
housewives, the interview was done in an afternoon on January 13,
1988 (Wednesday).
To maintain consistency, all the groups were interviewed by
the same moderator at the same place and with the same setting.
The Discussion Guide
The interviews were conducted by a moderator with a
structured discussion guide (see Appendix 1). This discussion
guide had been corrected and refined after two pilot tests.
Before going into the main subject, there was a short
introduction about the study and a brief warm up session.
1
Ferber, Robert. Handbook of Marketing Research.
New York: McGraw-Hill Book Company, 1974.
8The entire discussion is designed to last no longer than 75
minutes. This is to avoid any negative effect caused by
impatience and loss of concentration on the part of the
respondents. However,.the allowed time should give each
respondent ample opportunities to express his views on the
subject matter.
The first 5 minutes of the discussion is spent on a short
introduction on the objectives, the purpose and the logistics of
the study. The next 5 minutes is then spent on warming up the
respondents by asking questions on general shopping behavior. It
is important at this stage to allow each respondents to voice his
opinion. Some are more open than others and once the shy ones
are identified, more probing questions can be used on them to
maintain a balanced exchange of opinion on the subject matter.
It is important to ensure the more quiet respondents are not
overwhelmed or intimated by ideas of the more open ones.
Questions 2 to 4 are designed to investigate consumers
attitude and experience towards lucky draw, their motivation for
participating in it, and the perceived credibility of it. A
total of about 25 minutes are spent on these subjects as specific..
questions are put forth to find out if in fact consumers are
influenced to buy because of a lucky draw and if so what kind of
draw.
Questions 5-6 are on the values, the structures, and the
types of prizes preferred. Findings in these subjects would be
extremely useful in the future-design of successful' lucky draws.
Questions 7-8 are on the types of draw preferred, time in a year
when it should be run. Question 9 allows respondents to
9rank various sales incentives in comparison to lucky draw to
identify its degree of popularity and usefulness among others.
Question 10 which is last on the discussion guide is an open
ended question designed to allow respondents to express any
opinion they may have regarding how lucky draw can be better run.
Recording
The conversations in the interviews were taken down by audio
recorder and notes were also taken by hand.
Secondary Data Collection
Before going through the group interview, some research for
secondary data has been done. This includes research on books,
periodicals, thesis, research papers and government documents.
Some research has also been done on various sweepstakes organised




Respondent's-Professional Background and Shopping Habits
Respondents are basically divided into five professional
groups, comprising students, professionals/executives, white
collar office workers, blue collar factory workers and
housewives.
Student respondents are in their late teens doing either
sixth forms or first year college. They are reckoned to have the
least consuming power and needs among the groups. Their shopping
requirements depend very much if they still live with their
parents and are mostly confine to personal clothings, books and
stationery and some very basic daily household necessities. To
the female respondents of this group, window shopping is very
much.a part of their shopping activities. The male counterparts,
on the other hand, do their shopping usually with purpose. All
respondents are lack of direct mail purchase experience.
The professional/executive group is made up of two marketing
personnels, one hotel administrator, two teachers, one financial
consultant and one legal consultant. They are all time conscious
individuals with little leisure time left for themselves and
their families. Little shopping is done by this group of
respondents and when there is time to do it, it is usually done
with purpose. All male respondents leave their household
11
requirements with their wives. Only on occasional weekend would
they have time to join their wives and families for some leisure
shopping. Supermarket type of shopping is only visible with
newly weds and young couples. Direct mail purchase is
experienced by about half of the respondents with books being the
most popular item of purchase. Most respondents find books the
only reliable item to purchase in comparison to item like jewelry
which is difficult to judge its quality given just a- picture.
Some find direct mail purchase not necessary in a place like Hong
Kong where shopping is such a convenience. Others worry that the
merchandise may never arrive at their doors through the mail
system as mail box security at living quarters are known to be
poor in Hong Kong. This group, however, is believed to possess
very high consuming power in our society.
"Seldom go shopping... if I have the time, I would
rather sleep... time is very precious to me.
(PF)
"In Hong Kong, there is more time to shop and there
is more chance to compare merchandise as such the
need for direct mail purchase is limited. I see
little need to purchase in such an indirect
manner.
(PF)
"I have purchased books through direct mail promotion
... but other things, I don't trust them. There is
nothing to see nothing to touch or feel... have
never purchased.
(PF)
The white collar group appears to have much.more time doing
their shopping compared to the other groups. Most respondents
12
find a great deal of shopping is done without purpose many a
times at lunch time when they just want to relax themselves by
getting out of the office. This could very well be due to the
clerical nature of their work which requires relaxation after
working continuously for a period of time. Half of the group
have had direct mail purchase experi.ence*with books the most
popular item of purchase. The decision to buy-is usually based
on whether or not the items are available elsewhere and-whether
or not the price is reasonable.
The fact that merchandise is guaranteed to be returnable if
found not satisfactory creates confidence among buyers. Those
who have never bought find the picture presented unrealistic
and that there is indeed no need to purchase through direct mail
in a place like Hong Kong. This group, because of its frequency
of shopping is probably most aware of what is available in town
especially in the retail end of business as many of them
especially women would spend time to compare and to judge prices
and qualities and identify bargains.
If I go shopping, it will be at lunch hours. Think
ahead what I want... look ahead for things to buy
in future... look at the prices, the variety of
merchandise.
(WC)
I have purchased through direct mail. I teel it
saves me a lot of time. The goods kind of look
right to me... so I bought it. It says.on the
form that I can return it within certain dates
if I am not satisfied with the.goods... and it
turns out to be good!-
NO
13
The blue collar group does not do a lot of shopping. They
are people with little spending power besides their basic daily
needs. Shopping at department stores is considered expensive.
Street stores are more common place for them. Only one to two
respondents•have direct mail experience and they consider prices
quoted as unreasonable and expensive.
I seldom go buy at department stores. I feel what
they are selling are very expensive...
(BC)
I don't buy from direct mail. On one hang, it may
not be suitable to me, on the other hand, it is
expensive. May be I can get it cheaper outside
... more variety to choose from... and more useful
items to buy.
(BC)
The housewife group does quite a bit of shopping both for
leisure and on purpose. They have both time and money to
spend and are most perceptive to good buys. They are usually
responsible not just for household buying but also personal
effects for their children and husbands. Most respondents have
had direct mail experience. Books remain the most popular item
of purchase.
Of the five groups of respondents, the blue collar group is
probably most distant to our subject of interest as they are
rather alienated to the environment our subject is likely to
foster due to the low social-economic status they attain in the
society. Nevertheless, their lack of practical experience in
this subject matter does not necessarily present a very different
view from the other groups of respondents. The student group is
14
relatively shy and quiet. In many occasions, respondents have
tried to avoid answering questions directly. Their views in
general are not as strong and established as the other groups.
Lucky Draw Participations
Over 80% of all respondents have the experience of entering
a lucky draw. The most common type of draw would be the kind
that issue coupons. To enter the draw, one must put down his or
her name, identity number and phone number for contacts. The
student group and the blue collar group seem to have' difficulty
remembering the specific lucky draw they have entered. This
could be the lack of experience in this subject of the
groups and the relatively small organisers of lucky draws they
have contact with in their own social economic circle.
Department store lucky draws, especially those organised by
Japanese department stores, are well mentioned in the housewife
group and the white collar group. The Reader's Digest direct
mail sweepstakes packages are frequently mentioned, especially
in the professional group. One respondent finds it such a
harassment that he.is..seriously considering writing to the
company to tell them not to bother him with the sweepstakes
packages anymore. Two to three other respondents in the same
group also find the offer of substantial prize money unrealistic.
The latest concept of instant win through scratching of a coupon
as introduced by the Mass Transit Railway Corporation (MTRC)
attracts substantial attention. Lucky draws organised by the
Chase visa card program, EPS and the local supermarket chains
(Welcome and Park'n Shop) are also discussed.
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Like the Reader's Digest, there could be a negative
effect. I have thought of writing Reader's Digest
to tell them not to bother me. The things (meaning
the prizes) they offer are in fact non-existent...
I don't believe in them. It is a whole lot of
trouble... sending me things all the time... fill
in this... fill in that... mail it back. Eventually,
nothing comes out of it.
(PF)
When the respondents are asked which lucky draw leaves them
the most impression, no one seems to be especially impressed with
what they have encountered so far. Instead, they only remember
the times they win! It seems that winning is the only time it
makes an impression of the draw. Other times, a draw is just
a draw. It is a chance game and not winning is no big deal!
My experience is usually with department store lucky
draws. Say you buy a certain worth of goods then
you can enter a lucky draw. You won't pay much
attention to it. Sometimes you don't even know
until you pay for your goods... so no particular
lucky draw impresses me... nothing really attracts
me and the chance of winning is remote. I am not a
lucky person. I won't buy because of a lucky draw.
The important thing is the price has to be reasonable
and the goods have to be useful to me.
(WC)
No respondent seems to remember how many times they have
entered lucky draws and what they have bought to gain entry.
The fact is*most of them only find out after they have purchased
something that there is a draw to enter. There is one housewife
respondent constantly giving lucky draw coupons to her maids as
she has no time to fill them out and in her opinion the.effort
does not justify the chance to win. There is also one housewife
respondent who has over 40 wins in her life time. She is
16
frequently being offered lucky draw coupons by relatives and
friends as she is perceived to be born with the luck to win.
If I really want to win that time, I won't win.
Say if I want a particular electrical appliance on
the prize list and I fill in more coupons to increase
my chance, I won't get it. If I just enter a draw
with little intention to win, I will win. If I make
myself believe I will win that time, I won't....
just when I am not paying attention, then I will
win.In my life, I have won over 40 times in all
sorts of lucky draws and all of them I have records
at home. Relatives like my mother-in-law always
encourages me to enter lucky draws.
(HW)
Motivations
When respondents who have entered lucky draws before are
asked why they enter, they all feel that the coupons are already
given and they might as well make use of them. This common
reaction of respondents reflects how most commercial lucky draws
are being administered in Hong Kong. One is usually required to
purchase a stated value of merchandise before he or she is
entitled to coupons entering a lucky draw. Some respondents even
feel they are compelled to enter the draw so as not to waste or
pass away the chance to win. None of the respondents admits he
or she has ever been influenced to buy things not needed because
of a chance to a lucky draw. At the same time, no one respondent
feels that he or she could be the winner. As a matter of fact,
most respondents feel the chance is quite remote.
I am forced to do it You buy something... then
here you are the lucky draw coupons! So you fill
them up and enter the.draw. I would never buy
because I want the chance to enter the draw.
(PF)
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"I feel lucky draw coupons when given need to be
filled out and mailed back or be put back at a
particular place. At the time specified, a draw
will be made. Results are then published in
newspaper on a specified date. Usually, I won't
look and won't pay attention to the matter by that
time. So it won't affect my buying certain things.
L won't even bother when the draw is on. If the
coupon is given to me of course I will enter.•..
.but I won't follow up with the matter. This is
usually the case.
(PF)
"I won't buy-because a lucky draw is on. One time I
bought over HK$1,000 worth of goods and I was given
over 50 coupons. I had time that time, so I filled
the coupons up and entered them in the draw box.
But I never went to find out if I won at all...
You are so busy sometimes that you will never care
if it draws on Oct 26th or not. It is impossible 1
If I have time I will fill up the coupons and enter
them. If I have no time, even if they give me
hundreds of them, I will just put them aside or tell
them I don't want any.
(PF)
"For Chase, it is purely because the Card is given
to me for free. There is absolutely no cost to it.
If there is a cost, I won't even consider it. Lucky
draw is nota good enough inducement. It is a very
remote thing. If you have a need for the Card., the
draw might'speed up your decision... but that is
all it would do.
(PF)
"When I see lucky draw, I have a resentful feeling.
I would rather go to shops with no lucky draw. I
feel if the shop wants to give a discount, just give
the consumer the discount and don't try to do fancy
things. It is very troublesome. If they have a
lucky draw... you have to fill in coupons and
retain the stubs and watch for the results. It is
too much trouble. There is no reason why you should
throw the coupons away cos it is given to you already
(HW)
. . . "
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In the student group, lucky draw is in fact being looked
down upon as commercial gimmicks wasting money which could have
been given as discounts. At least two respondents in that group
feel mere entering the draw makes you look greedy and stupid. A
sense of resentment to this commercial activity is deeply felt
among respondents in this group.
I feel lucky draw is not a good thing. It is a
promotional gimmick. The prize-you get is
windfall money... even if you get it, it is no
good.
(ST)
I feel it is a promotional gimmick. In a lucky
draw, the prizes are good and attractive. At
the end, I don't even know if anybody wins.
They can list the names of the winners, but we
never know!
(ST)
It is a commercial gimmick. If you try to earn
the lucky draw coupons, you are stupid. It makes
you look greedy... for such a small reward, you are
willing to do it.
(ST)
There are, however, two to three respondents from the
professional group and the housewife group who would make an
effort to go to shops with lucky draw to buy things they need.
These respondents perceive the chance to win as already
incorporated in the purchase and therefore should make use of the
opportunity. It is also evident that these respondents are many
times winners of lucky draw before. Throughout the interview, it
is found that previous winning experience in lucky draw exerts
positive effects on the frequency of entering future lucky draws.
19
One respondent in the housewife group has admitted that just one
winning in a draw has significantly raised her level of interest
in future lucky draws.
I have recently filled in thirty something coupons
from Sogo... my hand was shaking... I don't really
want to do it... but they are already given to me.
If I have to buy fixed price items now... prices
are more,or less the-same'at these department
stores, then I will go to-this shop. Plus I won't
throw away my coupon stubs... I will check if I
have won'at all. If I enter a draw,'I will
definately find out the results... it
(PF)
Talking about the Chase visa card program...
I will charge more to this card because of the
program. Say I have a HK Bank Visa Card and
a Chase Card. If there is a draw, I will use
Chase Card more. There is a chance each month
and I have always paid attention to the results.
It affects tremendously the frequency I use the
card. I literally did not use HK Bank recently.
I won't go all out to find out which one has a
draw. But once I found out about it, if there
is a need, I will take the advantage. Say Chase
Visa Card offer, if I know I have a chance in
the draw and there is no difference in whichever
card I use. I will go Chase.
(PF
After I won once at the Matsuzukaya Department
Store, my interest for lucky draw has been raised
tremendously. Now if I am at the basement-and
they ask me to deposit the ticket on the 7th
floor, I will do it. When you go shopping, you
must have time to do it. I will also go to
stores with lucky draws. I find all department
stores are more or less the same.
(HW)
The program has a draw each month. The winners will get
that month's. spending already charged.through the card free.
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There is nonetheless marginal buying effect achieved when
equating a chance coupon to a fixed value of purchase. About
half of the respondents are willing to buy an extra HK$10-20
worth of goods to gain a chance to the draw. The merchandise
bought, however, is confined to things they need only. The
willingness to put out extra money also depends on the kind of
prizes they are going after and whether the organisation is
credible in honouring these prizes. This marginal buying effect
is most widely felt in supermarket type shopping as goods of
daily necessities can always be found.
I will not buy a few more MTR tickets to enter
the scratch-off draw. If there is only HK$20
odd dollars left on the ticket, then I will buy
another one within the lucky draw period. But
I would not buy 10 or 20 of them just for that
purpose. of
(PF)
I have bought HK$80 worth of goods already. HK$100
purchase will earn me an entry to the draw. I will
exhibit a little marginal effect and be attracted to
the offer. Of course, I-have to see I have that basic
need for the goods as well. Spending an`extra
HK$20 to buy something does make me spend over what
I originally intend to or need to but to me there is
nothing to lose.
(PF)
To buy more than I need in order to gain entry to
a draw, I need to look at the organiser. This is
a friend's experience. He has won a package tour
to Taiwan which required him to leave Hong Kong
within seven days. He couldn't obtain his visa
on time so he had to forfeit the ticket and the
tour. He is obviously being taken for a ride.
No one could have gotten a visa in seven days.
I suspect small organisations, are likely to have
tricks like this. So I have to have faith in the
organiser. I would have more faith with a famous




Credibility is a major concern among the respondents. They
all appear uninhibited when expressing over this subject. There
is, however, no sign indicating certain social economic groups
being particularly uptight over the matter. As a matter of fact,
it is common:to find a professional/executive being as doubtful
as a blue collar if both persons have the same basic inclination
of not liking this kind of promotion activity. It is found that
there are as many respondents with doubts as without doubts from
each of the groups. It is generally true that respondents who
have previous winning experience have relatively little doubts
over the credibility of lucky draws. However, not all winners
have perfect faith with the organisers. Their winning experience
which allow direct contact with the organiser makes possible the
forming of further opinion of the promotion activity and its
organiser.
Respondents who express doubts over the lucky draw activity
have different concerns the most common of which is theit
inability to win after many entries. This leads to tremendous
frustration and to a certain extent humiliation among
participants of lucky draws.
" I always wonder why I didn't win... like VISA
card... always publish the winner's number...
but I was never in there... now I question if it
is for real or not."
(PF)
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The name and the reputation of the organiser are important
factors. Majority of the respondents put their faith in the
reputation of the organiser. Large organisations and frequent
organisers of lucky draw activity are usually well trusted and
can expect good participations.
"I don't think I would doubt the organisers. It.
depends on how big the company is and whether you
know them. If it is some organisation you have
never heard of. then you may doubt them.
(HW)
However,'there are other judgements to be made. There are
some very observant respondents who will look at what the
organiser can make out of the consumers and judge whether prizes
are realistic relative to what it makes. If prizes become too
good to be true, the promotion is viewed as a gimmick and
credibility is lost. Offers going on for too long and too
frPniient also create negative concerns.
"Chase Bank, I believe them. They ask you to apply
their VISA card... once you get a card, it is a
few hundred dollar business already. In the long
run, the card make money from us. An account with
two cards can charge you HK$500- 600. If many
people apply for it,... there is-a lot of money
involved. They just want to do business. The
promotion is for getting more business. I judge
their ability to give out prizes on how much
they make from us.
(BC)
"Like rice we buy everyday... they have lucky draw
all the time... Hong Kong has so many kinds of
rice... How much they make in selling a bag of
rice? How could they have so.many prizes? So
many that I find it's ridiculous. There are
residential flats, cars etc. I doubt if they
indeed give out these prizes. In terms of cost,
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they should not have made so much money. How could
they give out so much? I doubt if they can afford
so many grand prizes. I believe they should have
no problem with the small prizes.
(BC)
Usually when I receive packages from Reader's Digest,
if it is not for renewal or ordering new books, I
will tear them apart and put them in waste basket.
I won't even read what is inside! Now they are
selling gold-coins, giving out residential flats
and cars. I won't be bothered. I just throw them
away. There is a negative effect. I feel troubled
and bothered. I don't believe them. It is not
worth believing. How could there be a continuous
game to play?
(PF)
It can be a concern as well if respondents find prizes,
good prizes too easy to win. Disbeliefing can be very.harmful
to the draw's credibility.
Once Reader's Digest sent me a package and asked me
to go through some brochures. They say if I got it
right, I would win a grand prize. So I follow what
they instruct me to do. Then I was told I had won
and I was asked to order books and magazines from
them. I couldn't believe it! I couldn't believe
I could be so lucky... so I threw it away.
(BC)
Of course, they are the types that.do not believe in
anything. Anything that is a windfall is bad and is not real.
The perceived chance is zero.
Like my husband, he received a package with a real
stamp attached. He didn't look to find out what
it was. He just threw it away. I asked him why
he didn't look. At least if he didn't care for
the prizes he could have kept the stamp. Then he




Among all respondents, only one or two carry very cynical
view of lucky draws. Stories about tricks that can be used in
a lucky draw are also detrimental to one's thinking. Those who
have doubts over the credibility of the draws do not necessarily
refrain themselves from entering the draws. Given the procedure
is simple, straight forward, and convenient, majority of the
respondents are more than willing to try their luck.
I have heard stories about lucky draw which give
me little confidence. There is a friend working
at the TV station. He said winners are drawn
from slips put inside the drawer's sleeves.
It is in front of millions of viewers. But
there are tricks to it as well. It is a real
incident. There are friends who work for
cigarettes company. He says if you want
to win, just give him your entry nearing the
draw. He would put them at the top of the pile.
He guarantees at least a small prize if not a big
one. You know, organising this sort of thing
requires manpower and time. Not everyone can
keep their mouth shut. I think it is difficult to
control.
(WC)
Value and Structure of Prizes
It is common place to see the total prize value of a lucky
draw being mentioned in advertisement and promotion materials.
The purpose is to attract consumers to the event. Somehow, the
total prize value becomes a measure of the grandness of the draw
or the generosity of the organisers and the sponsors.
Respondents in the study, however, react very insensitively
to the magnitude of the total prize value. Most respondents feel
that it is a way to promote the event but has little influence on
persuading them to enter the draw not to mention buying more just
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to enter the draw. Basically, these respondents feel there ought
to be a need to the goods before they would consider buying more.
The total prize value if increased does look very attractive but it
is still not a good enough inducement to stimulate actions and
cnmmitment to buv more.
The total value is simply used to attract you to-
enter the draw. No matter how much the value is,
it doesn't attract me. May be the organiser just
want to claim a prize value worth HK$ one million
so as to attract the attention of people. It is
just a gimmick. It doesn't have much effect on
me. Although it says HK$ one million, but you
are not giving all of it to me! You might
divide it up to many many small prizes worthing
HK$10- 20 each. So, it is not attractive to
me_
(WC)
I will look at the first prize. I won't look at
the total prize value. It is misleading'! You
don't know how many prizes there are. If there
is a car. I will enter the draw.
(PF)
On the contrary, grand prizes might be able to have some
pulling effect although not to the extent that one would change
his or her buying capacity and habits. Need is the most basic
reuirement to buying more.
I would rather be attracted to one grand prize.
If I win, I will be very very happy. If the
total prize value is HK$ one million, I will
definitely find a very very attractive grand
prize for it.
(BC)
I like to see one very grand prize. It is a
lucky draw, isn't it? So if I can get lucky
just once, that will do it!
(PF)
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If there are a lot of grand prizes, you really
won't just chuck the coupons to the waste can.
You see a flat, you see a car, there is. no
reason to throw them into waste cans. You will
definitely do something about it. Even if you
don't want it yourself, you will give it away.
But if there are mostly small prizes then I will
usually iust chuck it into the waste can.
(HW)
For those who prefer few prizes, residential flats and cars
are most wanted. These respondents believe in either they making
it or nothing, so the prize might as well be something big.
I think I will be attracted to the grand prizes.
If there is a residential flat to give away, it
is very practical. It is better than a car.
They give you a house to live! I think it is
auite good.
(PF)
One student when asked what grand prize he would like to see
gives the following answer:
I would like a prize that ensure me a place at
the university... but I know this is quite
impossible...
(ST
This thinking reveals that it is important to know your
target audience before selecting the prizes. The following
comment from a professional in another group reflects the same
view.
The important thing is your target audience.
Chase Bank's choice in selecting a BMW
convertible is very good. The audience do not
look at the BMW as a car worth-over HK$200,000




Regarding how to structure prizes given a total prize value,
about 60% of the respondents want to see less grand prizes and
consolation prizes but more medium prizes. Household electrical
appliances that worth from HK$300 to HK$3,000 are most popular.
The idea is to have more people winning so there are more of them
sharing the joy of winning, not just a few. Furthermore, they
believe this could bring certain promotion effect to the organiser
and at the same time improve the credibility of the event as more
people actually benefit from the draw.
I will prefer to see not too many grand prizes,
not too many consolation prizes. It is better
to see practical and good prizes like electrical
appliances. Some give out a banquet for twelve
persons. I think that is very impractical. I
want to see medium prizes of household
appliances. I feel my chance is very remote if
the grand prize is a flat. I have little
insentive for that.
(PF)
I would rather see more chances to win... not
just one grand prize of a flat. Otherwise, many
people will be disappointed. The organiser
would also get some promotion effects. Winners
will go around and tell people that they have
won. Then more people will feel the lucky draw
is for real.
(BC)
If there are more medium prizes, more people
will be winner. There is a promotion effect.
If one person wins the flat, no matter how
fair the draw is, only one person knows.
(WC:
Medium value prizes will be more attractive...
I think around HK$2,000 worth.. I think electric
appliances are more practical.
(HW)
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Depends on what they show you... say TV, tape
recorder, video recorder... they are all quite
nice. It is better for them to display the
prizes.
(BC)
Say there is one prize of HK$1,000,000.
Conservatively speaking, Hong Kong has five
million people. A chance in five million, I
will never be so lucky. On the contrary, if
there are 1,000 prizes worth HK$50 each, I
would rather try my luck at the HK$50 draw.
I must say there is little influence if the
total price value has been raised from
HK$100,000 to HK$1,000,000. But I always feel
lucky draw is something you can't force upon
yourself.
(PF)
Of course, there are other respondents who have little
thought about the value and the structure of the draw. To them,
winning anything, big or small is good. They are not demanding.
They believe luck determines it all. If you are lucky, you will
get even the only grand prize in the draw. Probability does not
always rule.
... actually when you enter a draw, a lot of it
is for fun. Sometimes you do not enter just to
win. So if there is a chance to win, it is very
good already. It doesn't matter if there is
going. to be just three grand prizes or a lot of
small prizes. You will still love it. You
won't hate it just because it is not structured
the way you like it. If you have the luck,
small or big, the prize will be yours.
(HW)
The important factor is not on the prize.
Having a lucky draw simply makes you feel
happier when buying goods. Like Reader's
Digest, the game is fun. You have a choice to
the car you want. The game is basically an
enjoyable one. Sometimes, the fun is not
necessarily all in winning the draw. The game




Among the respondents, there are about one third of them who
definitely prefer the 80% equivalent of gold. They believe gold
as the nearest thing to cash which makes the prize a very
practical one. If they decide to keep the prize in the form of
gold, they may do so. If they feel like converting it to cash,
it.can be conveniently done as gold is a very liquid asset.
Merchandise of your choice can then be obtained once gold becomes
cash.
I will take the gold. It is more practical.
You can buy whatever you want with it.
(BC)
I always have this feeling... when they say the
prize is worth so much... say a TV worths
HK$5,000, I think the TV can be bought outside
for HK$3,000. They always give you the full
retail value of the prize. So if you let me
have 80% worth of the prize in gold, there is no
need to think. Nobody will take the TV. Even
if you do need a TV, you will certainly choose
to have the gold equivalent.
(HW)
There are respondents who insist on keeping the prize in the
form of the'original merchandise. They believe it is their luck
to win a prize so they should keep it as it is.
I will have the merchandise. It is my luck to
win this merchandise in the draw so I will keep
it.
(BC)
There are also respondents who are not demanding or particular
in what to receive as long as they win.
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I feel anything, any luxurious items be they
residential flats or cars can be converted to
cash. I really don't mind what the prizes are.
Thev all mean cash to me.
(PF)
Most respondents cannot decide right away if gold is a better
alternative. They find if the prize is something they need, they
will keen it. Otherwise. gold may be a better choice.
If the prize is suitable or useful to me and I
feel I can make-use of its value 100 percent, I
will consider keeping it, especially if I have
the intention to buy something like it. If the
prize is not much of use to me then I will get
the gold even if I only get 80% of the prize's
worth. It is still better than getting
something I cannot use.
(WC)
See if the prize is useful to me. If it is a
video recorder and I am in need of such an item
then I will take the prize and not the gold. If
I get the gold, I won't purposely sell it. It
makes you look terrible. Even if the prize is a
gold pendant, I will just keep it. I won't go
sell it in exchange for a few thousand dollars.
I just won't do it.
(PF)
Not all respondents have an idea what type of merchandise
prize they would like to see. A lot of them have never thought
about it. Of those who have expressed their opinions, the




(4) Trendy electronic equipment
(5) Gift coupon
Of course, there is the mentioning of university place as the
grand prize from one of the student respondents.
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If the prize is not exceedingly expensive, you
feel your chance of winning is higher. If it is
a flat, my psychology tells me that it is very
very difficult to get. If it is a video or a
vacumm cleaner then it is not so hard to win.
Prizes should include some trendy items like
laser disc. People have heard about these items
and begin to look around for them. These products
are so new that people would like to wait around
and see how they could get developed. But if
they are given to me, why not? There is
certainly an urge to own something like this.
(PF)
I will never get those prizes:. I am not
interested in grand prizes. 'I find may be I
have some chance-to win the smaller prizes. If
I see gift cheques from certain stores then it
is good. They will let me go choose what I
want. Say a HK$1,000 gift cheque. Then I can
go select what I want. I can choose what I
nP c-
(HW)
There is also the concern of winning something, most likely a
merchandise which is beyond the means of the winner's financial
capabilities. For instance, winning a plane ticket to Europe
without hotel accomodation or spending money. It would become a
burden to the winner in financing the trip.
If the prize is a car, it is an expensive item
and it is also a liability. For many families,
it is quite impossible to own a car. First,
they may not have a parking space. Second, the
licence fee is expensive. May be the winner
does not know how to drive. Selling it back is
going to worth much less. Once you take title,
it starts to depreciate!
(HW
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Type of Lucky Draw
Almost all respondents prefer the instant win lucky draw
over the traditional lucky draw of picking winning entries from
a box of million coupons. In Hong Kong, the most common type of
instant win lucky draw comes in a form of preprint coupon which
requires one to scratch off.a patch of paint on the face of the
coupon to reveal if one has won a prize. Respondents find this
approach to lucky draw simple, straight forward, requires little
time on logistics, exciting and fun to play with. The only
negative comment received is on the prizes given which are small
in most cases compared to the traditional lucky draw.
The best is the instant win ones. Don't want to
waste time. Scratch-off is relatively
attractive. It is fun to play. It is a game.
Even though the prize is cheap and the chance is
poor, I enjoy playing it. It is a game to kill
time while on the MTR. It is good to find out
if you have won instantly.
(WC)
Scratch-off is much better than traditional
lucky draw. You use your own hands to do it.
Very exciting! You scratch some everyday...
you find out from the newspaper first thing in
the morning the number for that day. Then you
start scratching. It is a very happy feeling.
Like those coupons you bought on the Hong Kong
and Macau ferry. It is the same idea. It is a
very interesting game. Are you calling... I am
calling... it is that sort of fun'.
(BC)
There is also a type of lucky draw that is similar to what
we have in a school bazaar. One is asked to draw a color bead
from a box of many or to press a button connected to a set of
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computerised flash lights to determine if one has won a prize.
It is straight forward and requires no follow up action. It may
take up a bit more time if participants build up to form long
queues. Nevertheless, they enjoy the prizes given out even if it
is just a box of vitasoy.
I think I like the way Sogo does it. You
scratch a coupon for an instant prize first.
Then you are given some more coupons for lucky
draw. Even if you get-something as cheap as a
pencil, it is still better than nothing. You
see, you would feel you are lucky that day..
'HW)
If they say as long as you buy here, you will
get some sort of prize. Then you will feel
having some advantage even if it is a bag of
tissue or a box of vitasoy. It is still better
than none. Instant gift is quite good. I never
thought the. lucky draw would make the
merchandise more expensive. Prices remain the
same regardless of the lucky draw. At least I
feel this is the way with department stores.
(HW)
Timing
Almost all respondents find Christmas and Chinese New Year
the most appropriate occasions to have lucky draws. They feel
these are the. times consumers really need to buy and are also most
capable to spend with bonus from their job. Having lucky draws
during these festive seasons also contribute greatly to the
atmosphere at the store and the buying spirit of the consumers.
As comment by respondents before, lucky draws only make you feel
happier when spending what you have to spend.
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"Christmas and New Year's time. It is really
fun. You can. really make shopping an
entertainment. It is really a lot of fun.
(PF)
"Christmas time! I have to buy a lot of gifts
anyway. Of course I will be happier to see
there is a lucky draw going on.
(WC)
"Having lucky draw during festive seasons is
good. There are many department stores in Hong
Kong and they are very competitive.. Lucky draw
can attract more people to go shopping. Before
Christmas, the shops can clear their goods so
they can order new ones the following year. If
you organise lucky draw in the low seasons, you
give people the impression you are doing poorly
in business.
(ST)
"Christmas and Chinese New Year. Cos many people
need to buy at that time. Like the company I
work for, by the last few days of the year, many
companies will come sponsor prizes for our lucky
draw. That means they have to go out to buy.
Spending power will increase. With a lucky draw
going on, probably more people will buy from
you. Also, you will have your bonus by end of
the year. Spending power will definitely be
increased.
(BC)
Lucky Draw Versus Other Promotion Techniques
There are four promotion techniques, namely, sale, premium,.
redemption coupon, and lucky draw frequently used by stores to
increase sales. Over 90% of our respondents choose sale as.the
preferred choice of event. In their opinion, sale allows them to
realise direct savings and there is no follow-up actions required
by the rnncumPrc-
35
Big*sale is quite good. Like Fortress a few
years ago. The sale caused people lining up in
long queue. Very attractive! Prices came down
from HK$2,000- 3,000 to HK$1,000- 2,000. It
is very attractive.
(PF)
Lucky draw has little effect on me. Sale is
a different thing. If I have indeed something
I need to buy and a sale is on at Sogo, I will
shop there. If it is just-a lucky draw, I won't
have my chance in a life time. Only if I need
to buy something I will go there, otherwise, no.
(PF'
The premium approach involves giving something away for
free when a required level of spending has been achieved. It
is the second choice of about 75% of the respondents. The
approach requires some follow-up effort but the idea of receiving
something free is irresistable. Anything for free is good.
Sale is most practical. Second is premium.
Even if it is just a piece of soap, it is still
worth something. A calendar is also good.
Actually, anything is good. It makes you happy.
Lucky draw has little chance.
(WC
There is a program offered by some credit card
company. I don't remember which one it is.
Once you apply, they give you a key chain.
After approving your card, they give you a
wallet. Once you get the card, you can use
HK$100+ to buy a brief case. It is a package.
The game is full of fun. The consumer can
realise all premiums immediately. This kind of
program is good. The entry point is easy..
Lucky draw offers only a very remote chance. I
think I like event that I can participate.
(PF)
36
Redemption coupon is most respondents' third choice.
However, a great deal.depends on what limitation the coupon has.
If the face value of the coupon can be spent every cent as cash
in the next purchase without rules governing the value of coupon
used per dollar spent, then this approach can easily become the
respondents' second choice. Otherwise, stringent conditions on
the use of coupon almost always kill the incentive of follow-up
purchases stimulated by the approach. Respondents cannot help
feeling cheated when the fine prints on the coupon stipulate too
harsh a condition.
I seldom use redemption coupon. You just finish
buying something. You don't bother to go back
to buy more just because of it.
(PF)
The sale, premium, and redemption coupon approaches are all
being perceived as a means to achieve savings. They are all
named above lucky draw as the preferred choice of events. Only
one respondent who has numerous winning experience with lucky
draw ranks it as second choice after sale. Respondents are well
aware that lucky draw is just a chance game and that the chance
is usually very slim.
How To Make Lucky Draw More Attractive
There are numerous suggestions on how to make lucky draw more
attractive. These suggestions mainly focus on three areas of
interest:
1) To imporve on the method and the procedure of entering
the draw and the method of the draw itself.
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2) To better promote the draw before and after the event.
3) To improve on the quality and the packaging of prizes.
In general, respondents find entry to the draw too tedious
and demanding and they would like to make it as simple, straight
forward, and convenient as possible.
It should be simple and convenient. I hate it-
to have many instructions and fine prints. Like
Reader's Digest. I did it twice. It was a
waste of time and I never won. The best way is
a clear cut coupon. Just fill in your name,
your identity number and your phone number.
(HW)
There is also the preference of instant win draw over the
traditional one. People nowadays have less and less time to be
bothered with what the outcome is when the winners are drawn.
People want the event to be a game, so they can participate and
have fun with even if they can only get a very small prize. What
is the point in stretching the event over some two months period
when all they can hope for is a mediocre prize. Organisers should
rethink their strategy in giving lucky draws. The trend is
towards a much faster turnaround time and people want it that way.
There was a department store organising a draw a
year ago. You.use your receipt to enter the
lucky draw section. They ask you to draw from a
box of colour chips. They tell you what colour
chips allow you to win what prize. You will for
sure get something be it big or small. I think
this is a good event. You have control over
your luck. You draw the chip yourself. You
will definitely get something even if it is a
pack of tissue. I did get a prize. Good prizes
like a towel or some toys are of course better.
I think it is very attractive. You will never
leave without a prize.
(BC)
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A number of respondents do not feel there is enough promotion
on lucky draw events especially after they are completed. Follow-
up promotion on who the winners are and what prizes they receive
can play an important role in improving the credibility of the
draw.
They should show us who the winners are to make
the draw more real. May be they get promotion
effects from winners.
(ST)
I will consider using media channels to verify
and identify who the winners are. It should
make the lucky draw events more successful.
Going on TV or putting photographs in
newspapers. These things should be affecting
the general public.
(PF)
Run commercial on TV to promote the draw...
most people watch TV. When you turn on the TV,
you will know it. Hear it a few times, you
bound to know. The one with MTR, I learn it
from watching TV. Seldom people look for it in
newspapers. Most mothers watch TV. When they
hear there is a draw, they will all go shopping
there. They are like that.
(WC)
Finally, respondents believe organisers should not just take
up sponsors' prize donation as is but should instead package the
prizes to make them true grand prizes to the winners and not a
liability as in the case of standalone airline tickets.
Say you give a residential flat away. You might
as well give out decorations, furniture and
moving allowance so I can just move in and live.
Don't. make it a liability for me.
(PF)
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There is also suggestion to source prizes that are not
available to the public so the prizes become exclusive to the
draw. This way, people must enter the draw to gain a chance to
win the prizes.
How about giving away things one really wants
but cannot buy elsewhere. For instance, the
store can source something that children want*
very much. Like'MacDonald's... say you buy
something... by adding HK$2.00, you can exchange
for the gift. You cannot buy it if you don't go
to eat at MacDonald's. If your children like,
it very much you would go there. This is not




Summary of Interview with Organisers
Mr. S.N. Chan, Creative Director
BBRD CHAN Direct Ltd. (February 10, 1988)
SNC had been working with Reader's Digest as Promotion
Manager for ten years before he set up his own direct marketing
company. His clients includes banks, publishing firms and direct
mail catalog houses.
In Reader's Digest and Asiaweek, lucky draws have proved
from time to time to be helping the response rate of various
direct response ads or direct mail packages. Statistical tests
prove lucky draw able to improve response rate ranging from 20%
to 100%.
For direct mail, the most important objective is to get the
potential customer to read the promotion package. If you start
with selling a product, most customers will be turned off unless
the product is of particular interest to them. What lucky draw
can do is to keep the reader's interest in the promotion and lead
him comfortably to the product offer. By then the reader would
have read so many goodies that his resistence to purchase is much
lower.
There are two effective and nearly essential devices in
direct mail packages, namely the. door-opener' and action
getter'. Door-opener is anything that helps to prevent the whole
direct mail package from being thrown into the bin before even
being opened up. A door-opener can be something valuable and can
be seen through a window on the envelope so that at least the
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reader will open up and see what is inside. It can be a token
gift, something novel or anything that arouses curiosity. A
lucky draw package can easily match with a door-opener such as a
gold coin, an ingot, or a gold stamp etc. An action getter' or a
hot potato' is a device which attracts the customer to follow the
procedure to a positive response. It is something that if you
use it according to the instruction, it seems to worth something
to you. But if you throw it away, you have the feeling of giving
up something valuable. This device helps impulse purchasing
response a lot. Again, an action getter' matches well with a
lucky draw as it can be used to dramatise the grand prize or a
special bonus prize of the lucky draw.
Depending on the perceived value of a premium, its effect
on direct mail response can vary from null to 30- 40%. Whether
the premium matches the product being offered is also important.
Discount is usually offered by magazines to subscribers. It
seems to be a must for the publishing industry to offer discount.
Lucky draws organised by Reader's Digest and Asiaweek
usually last for twelve months. It is generally considered
better to have'a shorter period such as six months or even three
months period. But because of all the administration costs and
logistic problems, it is still run with twelve months period.
The grand prize has to be big enough (HK$100,000-
HK$250,000) for attracting. reader's attention. The secondary
prizes should also be of reasonable value (HK$3,000- HK$10,000)
and there should be more than one winner each. A lot of
participants do not expect to win the grand prize but they might
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dream of winning the secondary prizes. The total number of
prizes should be more (over 1,000 prizes).
For long term credibility, winners lists should be widely
publicised.
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Summary of Interview with
Dr. Russell Kwok, Director and General Manager
Wing On Department Store Ltd (January 18, 1988)
Lucky Draws are held irregularly depending on sponsors'
offer. All prizes are donated by sponsors. Wing On pays for the
administration costs. To Wing On, lucky draw is a minor promotion
effort which helps to create a better buying atmosphere and.
generate some traffic to the store. There is little intention
of influencing customers to buy more. The effect on sales is
small (may be 5%- 10% increase).
For prize structure, there are usually ten big prizes and
50- 100 smaller prizes. This again depends a lot on the
sponsors' donations. Chances of winning are usually less than
1/1000.
Of all the customer incentives, discount sales is the most
effective way to boost sales but it is also the most expensive
way as it directly cuts into the profit margin of the products.
Wing On has about ten weeks sales period including winter and
summer sales.
Redemption coupon is rarely used because of administration
problems and out of pocket costs similar to discount sales.
Premium is another costly customer incentive so it is
usually not offered together with discount sales. Premium offer
can generate extra sales..
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As far as the organiser is concerned, a post-drawn lucky
draw is more convenient. Predrawn tickets are costly and
administration costs are high as a team of staff is needed to
entertain large number of winning customers. For predrawn or
instant-win lucky draws, the prizes are-usually smaller as a much
higher chance of winning must be.offered to the customers.
In organising lucky draws, apart from the prizes which are
donated by sponsors, the cost items usually include: printing,
advertisement, licensing, publishing results, informing winners,
public posters, delivering prizes to winners and public relations
activities.
Lucky draw is viewed as a psychological warfare. Wing On
has over 15 years of practice in organising lucky draws. It will
continue to do so. Japanese department stores have many Japanese
suppliers offering them prizes, that is why they organise lucky
draws so often. There are stores who never have lucky draws, for
example, Sincere, Shui Hing, Dragon Seed and Lane Crawford.
Stores survive without lucky draws. However lucky draw will
continue to flood the market and most lucky draws will be of the
conventional style and structure. They are only there to create





Tim respondents of the group interview. are grouped into five
different categories according to their professions. As
explained in the Methodology section, the main purpose for doing
so is to make the composition of each group more homogenous in
terms of social class and stage in the family life cycle.
In some aspects different groups tend to have different
perception and behavior. However, this is only the by-product
due to the grouping, it is not the main purpose of this paper to
make any comparison among the groups.
Professional/Executive
This is the busiest group. They have little time for
shopping. Window shopping is not for them. When they go
shopping, they have a product in mind. Except the female
respondents in this group, most of the time they shop for
themselves. Many of them have experience of purchasing through
direct mail promotions of products like books and magazines.
Most of them find participating in sweepstakes a waste of their
time unless the entering procedure is quick and simple.
1 See Group Composition and Demographics in Appendix 3.
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Office Worker
This group have more time for shopping. They could afford
window shopping. They too have experience of buying through the
mail. They normally participate in sweepstakes but rather
passively. That is, if they are given sweepstake coupons after
buying something, they wo-uld take the time to fill out the
coupons and enter the sweepstakes.
Blue Collar worker
The blue collar workers have relatively less income to
spend. They find buying from department store a luxury. Most of
them have not participated in any sweepstakes.
Housewife
This group have the most to say on the subject. They have
the time and money to spend. Window shopping is common to them.
They do not just buy things for themselves, but for their
husband, children and the family. Most of them have the
experience of buying through direct mail. Most of them have
participated in sweepstakes. Among all the groups, the
housewives seem to be most affected by sweepstakes.
Student
Among all the groups, students have the least spending power
and consumption needs. Their shopping lists are. usually limited
to their own.clothings, books and stationery. They have little
experience of purchase through direct mail. They are also the
least active group with respect to participating in sweepstakes.
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Actually most of them look down upon sweepstakes as a commercial
gimmick, wasting money which could have been given to customers
as discount. Entering a sweepstakes is perceived as stupid and
greedy. They would prefer prizes which are rare and cannot be




Shopping Behavior and Lucky Draw Participation
The housewife and office worker groups have more time for
shopping. They not.just buy for themselves but also buy for
their family members and buy household items. Window shopping is
also common among these two group of people. For the other three
groups, most of them go shopping with something specific to buy.
Normally they buy their own items.
80% of the respondents have had the experience of entering
lucky draws. Draws mostly mentioned are those run by various
department stores, Chase VISA card, EPS, MTR, Reader's Digest,
Park'N Shop and Welcome.
Most respondents enter lucky draw with the attitude of since
the chance is given to me free, there is no harm entering.
Others think that if there is no product and price difference,
why not take the extra benefit of having a chance to win
something? The busier respondents think the effort spent does
not justify the chance to win.
Most respondents prefer simple and convenient lucky draw
procedures. Most of them do not like the fact that they have to
remember when to check the winners lists. Actually most of them
do not bother or forget to check the lucky draw results
aftPrwarr]S_
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Most respondents think the chances of winning are very slim
and even if they win, they expect to win the secondary or smaller
prizes. Previous winning experiences have significant effect on
the perception of winning chances and on enthusiasm in
participating again in other lucky draws in the future.
Motivations
Very few respondents think they would buy or would buy more
due to the existence of lucky draw. If they do, there must be a
need for the product itself in the first place. Like the MTR
ticket, some might buy more due to the lucky draw because they can
use it later anyway.
The effectiveness and appeal of sweepstakes by themselves is
generally limited however, when tied in with advertising and
other promotional tools such as coupons, these devices can work
1
effectively to produce significant results. Shimp and
Delozier's statement applies in Hong Kong. Retailers sales such
as department stores on the whole do not find sweepstakes as
effective as the direct marketers. This is because the latter
can use and they do use a lot of.the promotional tools such as
2
coupons, door-openers' and action getters' or hot potatos'
For retail sales the function of lucky draw is more on
generating traffic and creating better buying atmosphere and
mood. The influence on sales volume is small (5%- 10`,', may be).
1 Shimp, Terence A and Delozier, M.. Wayne. Promotion
Management and Marketing Communications. New York: The Dryden
Press, 1986. pp. 485.
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However, the trend will go on as normally the prizes are donated
by sponsors and the department stores are just paying for the
administration costs. And as the competitors are doing that, one
cannot stop doing the same.
For direct marketer, particularly for books and magazines,
lucky draws seem to be very effective. It could help-responses
by as much as 100%.
Credibility
Most respondents do not have complete faith in the
credibility of lucky draws. Credibility is affected by the
following factors:
(1) The reputation of the organiser- it is more credible if the
lucky draw is orgainsed by a big and esteemed company.
(2) Previous experience of winning.
(3) Publicity of previous winner's list and the actual draw e.g.
a draw in front of TV followed by prominent newspaper
announcements of winners and then the major winners appearing
on TV and other media.
(4) Whether the values of the prizes given away are in proportion
to the price of the product involved- a low ticket product
offering high value prizes will project a low credibility.
Value and Structure of Prizes
Most respondents are insensitive to the total prize value.
However the value or the nature of the grand prize does matter to
the respondents. It is the attention getter. A motor car e.g.
the BMW convertible in the Chase lucky draw or the HK$200,000
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gold in the Reader's Digest sweepstakes do stick into the
respondents mind. For direct mail, the grand prizes have to be
big enough (over HK$100,000) so that the copywriter has something
to dramatise or write about.
60% of the respondents want to have more secondary prizes.
They do not expect to win the grand prize but some figure they
could win the second or third prizes. Typically, a single grand
1
prize will be backed up by two to ten secondary prizes
Most respondents are pleased to win the bottom prizes. So
far as the budget allows, create more bottom prizes. This will
also help build up the credibility of the lucky draw as there are
more winners to spread around their winning experiences. The
2
number of bottom prizes generally runs from 100 to 100,000
As a reference, the following are the survey results done by
Premium Advertising Association of America on 143 sweepstakes in
2
the United States:
The Number of Prizes
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As far as prize categories are concerned, most of these
sweepstakes studied confined themselves to four categories or
less.
231st and 2nd prizes only
261st, 2nd and 3rd prises
171st, 2nd, 3rd and 4th prises






2Over 10 prize groups
31Total
One reason for the preference for fewer groupings are that





















About one-third of the respondents prefer gold (the nearest
equivalent of cash as cash is not allowed to be a prizes
according to the law). The rest of respondents say they prefer
merchandise prizes if the prizes suit their needs, or else they
would also prefer gold. So it is very important that the prizes
matched the needs of the target customers. Chase VISA and BMW
convertible is a good match. If the target market is too broad,
it, will probably be better to offer gold which would please
everyone.
The prizes suggested by the respondents are cash (gold),
residential flats, motor cars, electrical appliances, TVs, videos,
Hi-fis, new items such as laser disc player and gift coupons.
For different company, product and market, there might be
a different preference reading on prizes. To find out the exact
ranking of prizes for a specific promotion, a quantitative survey
is recommended.
Type of Lucky Draw
Most respondents prefer instant win lucky draw e.g. scratch-
off games by MTR or Sogo Department Store because they do not like
to check the draw results months afterwards. However, instant win
lucky draw, normally offer small prizes and greater manpower is
needed to entertain the customers at the spot.




All respondents think Christmas and Chinese New Year are the
two best periods for organising lucky draws. A lot of people are
shopping during these periods and the lucky draws do create a
better atmosphere for shopping.
Lucky Draw Versus Other Incentives
Almost all respondents rank various consumer incentives in
the following descending order: Discount/premium/redemption
coupon/lucky draw. This order is probably true for retail-sales.
However, from the organiser point of view, as the other three
incentives involve higher costs which has to be paid by the
organiser whereas for lucky draw, most prizes come from.-sponsors
free-of-charge.
For direct marketing, sweepstakes packages are still stronger
than non-sweeps promotions and normally, premium and discount are
offered as a combination of incentives.
How to Make Lucky Draw More Attractive
Straight forwardness and convenience are two most important
factors. Fun, novelty and excitement would also help. Lucky
Draws with shorter durations are preferred. The prizes and the
mechanism of the draw should match the product and the company.
Legal Aspect
Conditions to which a Trade Promotion Competition
1
Licence is Subject when Issued
1 TV and Entertainment Licensing Authority.
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(1) No prize offered shall be a money prize.
(2) No fee shall be charged for entering the competition.
(3) Advertising in respect of the promotion shall not refer to
the Commissioner's approval of the competition but may state
the number of this licence as follows:
Trade Promotion Competition Licence No.....
(4) Within 7 days from the date of the drawing or judging of the
competition, details of the results shall be published in 2
English and 2 Chinese newspaper circulating in Hong Kong, and
a copy of the relevant newspaper cuttings shall be forwarded
to the Commissioner for Television and Entertainment Licensing.
Conclusion
For retail sales, lucky draws help generate traffic and
create good buying atmosphere particularly in festive seasons
like Christmas and Chinese New Year. It increases response rate
significantly in direct mails.
An attractive lucky draw has to have simple and convenient
entering procedures. The grand.prize has to be big enough to
attract attention. Secondary prizes should not be neglected.
Bottom prizes-should be as many as possible. Cash (gold),
residential flats, motor cars, electrical appliances, TV and
videos are the most welcomed prizes. A lucky draw will be more
effective if the prizes match the image of the company and the
needs of the target audience.
A Trade Promotion Competitive Licence must be applied for




Sweepstakes are so widely offered in Hong Kong and yet
little research has been done on the subject. From the last
chapter, the reader should be able to obtain a general feeling of
how consumers perceive and react to sweepstakes. However, due to
time and resource constraints, there are certain limitations on
the findings*of the research
Limitations
The group interview was carried out on a relatively small
sample of 34 respondents and the respondents were selected by
convenient sampling. Thus the results presented above might not
be reflecting the real picture in the statistical sense. However,
the suggestions deriving from this research project could be a
starting point for further study into the subject.
Suggestions
Certain findings in our research indicate that there are
areas in the subject worth further exploration. Basically,
different industries adopt very different approaches in using
sweepstakes as a consumer incentive to motivate actions. For
the consumer oriented retail businesses like supermarket chains
and department stores, incentives should form an important part
of sales promotion in the marketing of products. This is a
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direct result of minimal product differences and evenly matched
distribution factors among competitors. Incentives are therefore
much needed to gain a competitive advantage, especially in
creating profits through additional sales.
In Hong Kong,sweepstakes are frequently used in the retail
business. The aim is to "hopefully" generate additional traffic
which could possibly bring: about an increase in sales volume.
Sweepstakes events are many a times the result of the coersive
effort of sponsors and their donations and not the voluntary
effort of the business itself to gain competitive edge. As
such, little or no effort is put into organising sweepstakes
to achieve specific or measurable objectives in prompting
consumer actions. Furthermore, most businesses tend to adopt the
low cost, noncreative,lucky'draw coupons type of approach which
in the eyes of the consumers are already.-stale and unexciting.
In this particular industry, sweepstakes has already lost its
function and its impact on consumers due to over exposure and
poor execution. The effects of sweepstakes have now been reduced
to generate traffic and not action prompting.
As the effectiveness of this incentive tool becomes
questionable, should businesses'in the retail sector give up
their use of it altogether? Is the diminishing usefulness of
this tool an.unescapable fate under severe competitions? What
is so wrong in terms of attitude in the use of consumer incentives
in this particular industry? Are there ways we can revive and
revitalise this useful tool to give it life and functions again?
There are certainly room for further in-depth study on the
effective use and organisation of lucky draw in various
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industries so as to revitalise the tool's intrinsic value which
is based on human greed that exists in all levels of consumers.
Success depends on how well you match the incentives with the
greeds.
There are one or two very successful marketing campaign in
the service industry which are perfect example of how to make
sweepstakes an effective incentive tool. Banks, airlines and
hotels are all major participants in the service industry. They
are also large organisations desperately trying to master the
essence of marketing to achieve growth and to stay alive in
competitions. They are least willing to risk their company imag(
in the use of unappropriate promotion techniques, especially if
they are already targeted towards a certain segment of consumers,
Consequently, sweepstakes promotions organised by businesses
within this industry are mostly well thought out and planned and
are appropriately targeted to the wanted consumer segment.
Sweepstakes as an incentive tool is proven to be effective and
company image is clearly preserved. A good example is the Chase
visa card program which adopts a well thought out marketing
approach using'sweepstakes, a simplified entry procedure and a
set of quality and target audience oriented prizes to provoke
consumer acitons. The Hong Kong Bank visa card program has
followed suit with a similar program targeting at her segment of
the market.
Are there things we can learn from this industry which has
shown to be capable of using sweepstakes effectively and
meaningfully? It is important to learn from both our mistakes
59
and successes. Different industry has its strengths and
limitations. An in-depth study on the use and organisation of
sweepstakes in the marketing program of various industries are
essential. In the long run, a proper guideline on the effective
use of such tool in the Hong Kong environment should be developed
to ensure a thorough understanding of this useful incentive tool,
to protect any misuse of it and to preserve its value and
usefulness in prospering businesses in all industries.
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APPENDIX 1
CONSUMER PERCEPTION AND BEHAVIOR WITH
RESPECT TO SWEEPSTAKES/LUCKY DRAW
DISCUSSION GUIDE (75 MINUTES)
INTRODUCTION (5 Minutes)
Welcome and thank the respondents.
Explain the objectives of the study- purely academic exercise
to find out consumers' opinions.
People of different social-economic background are selected as
the subject of the study.
All opinions confidential- so speak freely- feel free to say
if you agree or disagree.
Explain the purpose of using the tape recorder.
Tonight we're going to talk about lucky draws.
Moderator's kev probe thoroughout the discussion:
What do you mean by that?
Why is that?
In what way?
How would you describe that?
Can you tell me more about that?
Can you give me an example of that?
1) WARM UP AND SHOPPING HABIT/BEHAVIOR (5 Minutes)
Which type of shopping done regularly?... occassionally?




Who in the family decide when, what, where to shop?
Husband, wife, children or maid?
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2) LUCKY DRAW PARTICIPATED/CHANCES OF WINNING (10 Minutes)
Have you entered a lucky draw in the past ?
How many times?
Which ones?
What did you buy?
Which name did you put down? Husband, wife, children,
maid?
Of all lucky draw you can remember, which one strikes you
most?
What/why it striked you?
Do you think you could be the winner? Which prize?.
How did you know there was a lucky draw?
3) MOTIVATIONS (10 Minutes)
Why do you enter a lucky draw?
for fun
nothing to lose, chance given anyway
high chance of winning
attracted by a particular prize- what is that prize?
Have you ever been influenced to buy or buy more because of
the chance to enter a lucky draw?
what sort of lucky draw is able to do that?
what would you buy to earn the chance?
How much more you would buy to earn the chance?
Have you ever been attracted to go to a Department Store to
see if you want to buy anything because of a lucky draw?
what sort of lucky draw is able to do that?
4) CREDIBILITY/CHANCE (5 Minutes)
Do you have doubt in the credibility of some lucky draw
Why? Which?
Would past winning experience affect your attitude on lucky
draw?.
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5) TOTAL VALUE/STRUCTURE OF PRIZES (15 Minutes)
What total value of prizes would arouse your interest?
- could it be a particular prize
Given a total value of HK$1,000,000. How would you set
the number of prizes, the value of each prize and the type
of prizes? Why?
6) TYPE OF PRIZES (5 Minutes)
Given the choice, which'is better, mechandise or cash worth
20% less?
What type of mechandise prize you like to be included in the
prize lists?
7) TYPE OF LUCKY DRAW (5 MINUTES)
Which do you prefer? Pre-drawn (instant win) vs post-drawn?
Why?
8) TIMING (5 Minutes)
Is there a special month or festival that you feel match
well with lucky draw? Why?
9) LUCKY DRAW VERSUS OTHER SALES INCENTIVES (5- Minutes)
Which do you prefer, lucky draw, sales premium, or redemption
coupon? Please rank them in order of preference? Why?
What about a combination?
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HOW TO APPLY FOR A TRADE PROMOTION COMPETITION LICENCE
Any one engaged in trade or business who wishes to organise or conduct a trade
promotion competition in Hong Kong has to apply for a trade promotion
competition licence from the, Commissioner for Television 25d Entertainment
Licensing.
Trade Promotion Competition means a competition or other scheme pro-
moted, conducted or managed for the purpose of promoting a trade or business or
the sale of any product.
Trade Promotion Competition licences are issued in accordance with the
provisions of Gambling Ordinance and Regulations, Chapter 148, copies of
which are on sale at the Government Publications Centre, G.P.O. Building,
Central, Hong Kong.
Where to apply
Application for a trade promotion competition licence may be made to the
Television and Entertainment Licensing Authority, or to any one of the District
Offices where forms and copies of licence conditions are available.
Before completing the form, you should read the conditions carefully. If you
have any difficulties, ask the staff at the above offices. The application should be
submitted to the licensing authority at 151 Gloucester Road, 9th floor, Wan Chai,
Hong Kong at least three weeks before the proposed competition takes place.
You should not get involved in any financial commitment regarding the pro-
posed competition until the licensing authority has approved your application for
a trade promotion competition licence. You could be wasting money if approval
is withheld.
It normally takes three weeks to process an application. If a licence is granted a
licence fee of $500.00 is payable.
When you have a licence
After you have obtained a licence, you can start the competition.
In accordance with item 4 of the conditions imposed on your licence, you are
required to publish the competition results in two English and two Chinese
newspapers and send copies of the relevant newspaper advertisements to the
licensing authority.
Can I apply for change of the particulars of the competition after I have
obtained the licence?
Yes. If you need to change the particulars of your competition-such as the prizes
or the date of draw-you may be allowed to do so before the competition
commences. But it is necessary for you to explain to the licensing authority in
writing the reasons for the required change. If permission is granted, you will have
to submit the licence to the licensing office for amendment and an Official
Signature fee for 65 will be charged.
A HongKongGovernmentI formationServicesPublication.
Printed by the GovernmentPrinter. HongKong.July 1985
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Conditions to which a Trade Promotion Competition
Licence is ubject when issued
1. No prize offered shall be a money prize.
2. No fee shall be charged for entering the competition
3. Advertising in respect of the promotion shall not refer to
the Commissioner's approval of the competition but may state
the number of this licence as follows:
Trade Promotion Competition Licence No.
Within 7 days from the:d.ate of the drawing or judging of the
-competition, details of the results shall be published in 2
English and 2 Chinese newspapers circulating in Hong Kong,
and a copy of the relevant newspaper cuttings shall be





APPLICATION FOR TRADE FROMOTIOR COMPETITION LICENCE
CEFORE completing this application KWT the Notes below.
CCC NoI
hereby apply for a licenceAgeI/C No. or PP No.
to organize and conduct a trade promotion oorpetition.
In support of my application I attach Form (see Rote 2 below)
dull completed, together with the following particulars :-
1. I am engaged in the trade or business of
and my Business Registration No. is
2. The competition is in support of the promotion of
(trade or busines or the product to be sold)
3. Will your amployees Who are engaged in the trade or business be sllowed to
enter the competition? Yes/No.
If "Yes" give details
4. The period of the compatition is from
(date starting)
to (date finishing)




6. The nature of the competition will be
(lucky numbers on packaged product, writing of a slogan
7. The method of entry in the competition will be
(purchase of a product, attendance at the premises)
8. The method of dertermining the winears in the competition will be b
(draw by lot or ballot, vote on or judging of entry)
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Form 4
9. The nature and value of the main prizes will be as follows :-
ValueNature
and together with the minor prizes, the total value of all the prizes is
10. The draving or judging of the competition vill be held on
at
by
11. The results of the competition will be advertised in
and in
(name 2 blish and 2 Chinese newspapers)
I certify that the information supplied by me in this application is to the bes
of my knowledge and belief, both true and correct.
19day ofDated this
(Signature)
Note: 1. You are advised to refer to section 22 of the Gambling Ordinance and
the Gambling Regula tions, Cap. 148.
2. If the application is on behalf of a company, complete From 7. If the
application is on behalf of a club or society registered or exempted.
from registration under the Societies Ordinance, complete Form 8. If
the application is not on behalf of a company or such a soceity complete
Form 6.
3. You are varaed that any material falsification or omission of information
may result in the Commissioner refusal to grant a licence.
4. If the Commissioner decides to grant a licence, a fee of $500.00 mill
be payable to the Commissioner upon such grant.
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To the Commissioner
APPLICATION FOR TRADE FROMOTICR COMPMTITION LIOENCE
BEFORE completing this application READ the Notes below.
CGC NoI
AgeI/C No. or PP No. hereby apply for a licence
to organize and conduct a trade promotion competition.
In support of my application I attach Form
(see Rote 2 below)
duly completed, sogether with the following particulars :-
1. I am engaged in the trade or business of
and my Business Registration No. is
1. The competition is in Support of the promotion of
(trade or business or the product to be sold)
3. Will your amployees who are angaged in the trade or business be allowed to
If "Yes" give details :
4. The period of the competition is from
(date starting)to (date finishing)




6. The nature of the competition will be
(lucky numbers on packaged product, writing of a slogan)
7. The method of entry in the competition will be
(purchase of a product, attendance at the premises)
8. The method of dertermining the winvers in the competition will be b
(draw by lot of ballot, vote on or judging of entry)
GANBLING REGULATIONS
enter the competition? Yes/No.
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Form 4
9. The nature and value of the main prizes will be as follows :-
ValueNature
and together with the minor prizes, the total value of all the prizes is
10. The drawing or judging of the competition will ob held on
at
by
11. The results of the competition will be advertised in
and in
(name 2 English and 2 Chinese newspapers)
I certify that the information supplied by me in this application is to the best
of my knowledge and belief, both true and correct.
19day ofDated this
(Signature)
Dote: 1. you are advised to refer to section 22 of the Garabling Ordinance and
the Gambling Regulations, Cap. 148.
2. If the application is on behalf of a company, complete From 7. If the
application is on behalf of a club or society registered or exempted
from registration under the Societies Ordinance, complete Form 8. If
the application is not on behalf of a company or such a soceity complete
Form 6.
3. You are warned that any material falsification or omission of information
may result in the Cotmaissioner refusal to grant a licence.
4. If the Commissioner decides to Grant a licence, a fee of $500.00 will
be payable to the Commissioner upon such grant.
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Form 7
to Support or AppLication No.
GAMBLING UGULATIONS
To the Commissioner for Television and Entertainment Licensing
BEFORE completing this form READ the Note below.
1. Full name of company
2. Type of company (Public, Private, Limited by share or guarantee)
3. Is the company incorporated in Hong Kong? Yes/No
If "No", give details as to where it is incorporated.
4. Date of incorporation (attach a copy of the Memorandum and Articles of Association)
5. Nominal capital
Issued capital
6. Does the company hold an interest in any other company or undertakings?
Yes/No
If "Yes", give details
7. Give the names and addresses of any lenders, mortgagees,or others providing finance.
with the full term of such loans.
Name Address Amount Terms Duration
8. Has a director, the secretary or a manager of the company ever been convicted of an
offence? Yes/No
If "Yes", give details (court where convicted, date of conviction, offence and penalty)
9. Has the company ever been the subject of a winding-up petition? Yes/No





In Support of Application No.
10. Give the name and address of the auditors to the company
11. Give a list of all bank account held by the company




13. Is the company a wholly or partly owned subsidiary of another company? Yes/N':o
If "Yes", give details together with the same particulars as in questions 1 to
12 on a separate sheet in relation to the ultimate controilins company.
14. Give details of any other licences under the Gambling Ordi nance for which
application has previously been made
15. Give details of any current licences under the Gambling Ordinance held by the
company
16. Give-details of any previons experienrce of the company in respect of the licence
applied for
I certify that the information supplied by me in this form is to the best
of my knowledge and belief, both true and correct.
Date this day of 19
(Signature)
Position of company
Note: 1. Complete this form only if you are making application on behalf of a company.
2. You are warned that any material falsification or omission of information may
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